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Abstract 
This paper focuses on shopping malls, thus this paper selects two high market share rate 
businesses from a pool for assessment according to the SERVQUAL (model of service 
quality assessment), in order to explore the large-scale integrated retail service quality 
standards, the pattern of performance differences between the service types. The results of 
this study provide (1) Service quality have gap, which is between service standard and 
consumer’s expectation. (2)Safety facility is most impressed and have biggest service gap. (3) 
Shopping mall not only for shopping functions, but also has leisure function. This result 
provides the information on Taiwan’s consumer expectation of service quality required. 
Moreover, the research also offers the indicators for service quality improvement, and serves 
as a reference to enhance the competitiveness of the enterprise itself.  
© 2011 Published by Elsevier Ltd. Selection and/or peer-review under responsibility of the 
Asia Pacific Business Innovation and Technology Management Society (APBITM).” 
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1. Introduction 
Taiwan admission into the World Trade Organization (WTO) in 2002, increasingly 
tough international challenges those domestic retails must face in addition to fierce 
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preexisting domestic competitions. Recently, the big retails forwarding to bigger and newer 
shopping malls and that is change the shopping habits of Taiwanese. For the definition in 
service quality, every scholar has different definition (Oliver, 1981; Gronroos, 1982; Garvin, 
1984). PZB (1985, 1988) propose that service quality is a attitude, the measure of service 
quality is from the gap between the expectation level of consumer’s and actual experience 
(Tseng, 2009a;b). The definitions of the quality of service 
in recent researches are mostly adopted from PZB (1985), which defines it based on the 
perspective of consumer demand (Buzzell and Gale, 1987; Bitner et al., 1990; Bolton and 
Drew, 1991; Reeves and Bednar, 1994; Liao and Tseng 2009; Lin et al., 2011). 
PZB service quality measure is composed of 22 questions known as the SERVQUAL 
scale. Specifically, in 1994, Parasuraman et al. proposed SERVQUAL; the original 22 
questions became 21 questions, a seven-point scale was increased to nine points, and there 
was an expansion of comparison space of two expectations for the respondents. SERVQUAL 
scale use tangible, reliability, responsiveness, assurance, and empathy five dimensions to be 
the center. The aim is to measure customer expectations in all dimensions to elicit both the 
results of customer perception and the services quality gap. The scale requires two tiers of 
calculation to assess the service quality. First, apply the SERVQUAL formula Q = E-P 
where Q = Service quality evaluation, E = the service of customer expectations, P = the 
actual service experience of customer. If E is higher than P, then the customer is not satisfied. 
On the other hand, if P is higher than or equal to E, the customer is satisfied with the services.  
Parasuraman et al. (1985, 1988, and 1991) proposed the concept of service quality and 
SERVQUAL study architecture. SERVQUAL is considered to be the most reliable and 
widely used tool for measuring service quality (Lewis & Mitchell, 1990; Brown et al. 1993). 
When applied to various industries for measuring consumer perception of service quality, it 
has a high degree of reliability (Babakus & Boller, 1992; Hopkins et al., 1993; Nitecki and 
Hernon, 2000; Antony et al., 2004; Anja and Richard, 2005; Ramseook, Naidoo, Lukea & 
Soolakshna 2010). Cronin & Taylor (1992) point out that the fitness of factor structure 
dimensions which is the SERVQUAL model applied in different industries is poor. It only 
presents the measurement mode of a single structure dimension, rather than the five factor 
structure factors proposed by PZB. Carman (1990) also apply SERVQUAL in four different 
services from those chosen by PZB(1988) and the result show that if SERVQUAL is applied 
in different industries from those chosen by Parasuraman et al. (1988); it is best to adopt 
previous ten dimensions. 
The service quality proposed by Parasuraman et al.(1985) is evaluated by the difference 
between expected service and actual experienced service by customer, but Carman(1990) 
think this method is rarely to measure the service quality in theory or in practical; Cronin & 
Taylor(1992) also think there is few research to support the PZB’s(1985) point in past papers; 
Brown et al.(1993) think the PZB’s (1985) method to measure service quality will make 
some difficulties in deal with SERVOUQL.   
Carman (1990) and Pisnik and Snoj (2010) think it should be focused on the 
characteristics of industry, for different industries, to make some proper modification in 
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contents and words; Brown et al. (1993) and Cronin & Taylor (1992) propose the question 
items of SERVQUAL are too many, which may result in inconvenience and confusion for  
interviewees and some bias in the study. For various comments of SERVQUAL, 
Parasuraman et al. (1991,1994) also modified the original questionnaire of SERVQUAL and 
due to many scholars’ critics cannot completely overthrow the SERVQUAL, there are still 
many scholars to measure service quality by SERVQUAL. SERVQUAL has been applied in 
extended different industries and many scholars research the service quality issues of 
industry, such as finance, marketing and banking (PZB, 1985, 1988, 1991, 1994; Cronin & 
Taylor, 1992, 1994; Howcroft, 1993; Blanchard & Galloway, 1994; Plumb & Zamfir, 2009; 
Ryan, 1999; Eckardt & Rathke, 2010 ). 
 
 
Table1. The basic information of statistic table 
Sexual 
Number of 
Marriage 
Number of 
Job 
Number of 
people(%) people (%) people (%) 
Men 169 (36.8) Single 244 (53.2) Students 163 (35.5) 
Women 290 (63.2) Married & have children 189 (41.2) Army and Teaches 26 (5.7) 
ġ ġ Married & no children 26 (5.6) Private company 94 (20.5) 
ġ ġ   Self-operation company 46 (10.0) 
ġ ġ  ġ House holder 44 (9.6) 
ġ ġ ġ ġ ġ ġ ġ ġ Others 86 (18.7) 
Average 
monthly Number of Education degree 
Number of 
Age 
Number of 
income (USD) people(%) people (%) people (%) 
Not employment 155(33.8) Under the join high school 56(12.2) 16-20 years old 45 (9.8) 
Below 667 52 (11.3) Senior high school 112 (24.4) 21-25 years old 128 (27.9) 
667~1,000 74 (16.1) College 83 (18.1) 26-30 years old 66 (14.4) 
1,001~-1,667 114 (24.8) University 186 (40.5) 31-35 years old 64 (13.9) 
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1,668~2,333 26 (5.7) Graduate school 22 (4.8) 36-40 years old 48 (10.5) 
2,333~3,000 15 (3.3)   41-45 years old 40 (8.7) 
More than3001 23 (5.0)  ġ 46-50 years old 35 (7.6) 
ġ ġ ġ ġ ġ  ġ ġ 51-55 years old 33 (7.2) 
 
2. Method 
This study used two of the highest market share rate shopping malls as samples of three 
large-scale integrated retail patterns. During the weekend, from 2pm to 6pm, the surveyors 
were divided into six groups at Living Mall Plaza and Breeze Square with a face-to-face 
interview questionnaire. In total, the process was repeated six times and distributed 530 
questionnaires. A total of 459 (94.06%) valid questionnaires were collected. The 
demographic variables of the interviewees are shown in Table1. This section investigates 
basic information; interviewees were asked to provide gender, age, occupation, marriage, 
educational attainment, and personal income.  
Fixed PZB questionnaire (1994), through the judgment by 5 scholars, delete 5 items 
unsuitable question about service quality, and take 16 items of them to be the index for this 
research.   This section assesses the respondents’ perception, and the respondents were 
questioned on 16 service quality indicators regarding the importance of customer 
expectations and their satisfaction level. SERVQUAL employs a five-point scale; the 
importance of expectations was divided into a 5-point Likert scale (Very important, 
Important, Ordinary, Unimportant and Very unimportant). The level of satisfaction was also 
divided into: very satisfied, satisfied, ordinary, unsatisfactory, and very unsatisfactory. This 
section investigates the opinions of the interviewees, and is designed to glean any important 
factors that the survey could not capture that might affect the consumer. 
 
3. Results 
The study applies SERVQUAL to screen sixteen service quality indices, as shown in 
Table 2.  
 
Table 2 Code and Evaluated indexes of sixteen service quality 
Code Item Code Item 
I1 
I2 
Product price 
Product quality 
I9 
I10 
Geographic location 
Traffic convenience 
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Code Item Code Item 
I3 
I4 
I5 
I6 
I7 
I8 
After-sales service 
Service attitude 
Product brand 
Space size 
Appearance design 
Internal deployment 
I11 
I12 
I13 
I14 
I15 
I16 
Parking convenience 
Communication clarity 
Additional functions for spot 
Safety facility 
Sanitation quality 
Business hours 
 
Table 3 shows the analysis results of the 16 service gaps.  The service quality fit 
consumer demand: I6 (Space size), I7 (Appearance design), I8 (Internal deployment), I13 
(Additional functions for location), I16 (Business hours). The other 11 items did not satisfy 
the expectations of the consumer.  Use factor analysis method in 16 items that divided care, 
physical entity, and location, competition factors four dimensions, each dimension compose 
of indexes and that service gap as Table 3. The result show the shopping mall in physical 
entity dimension meet the consumer’s expectation (p>0.05), the other dimension service gap 
have Significance relationship (p<0.05). 
 
Table 3 Service quality of shopping mall in four dimensionġ
Dimension Index 
Shopping Mall Service Gap Significance 
level 
dimension  Significance 
level E P G=P-E Ȉ*1 
Care 
I3 4.27 3.51 -0.76 *** 
-0.69  ***ġ  
I4 4.33 3.6 -0.73 *** 
I14 4.65 3.84 -0.81 *** 
I15 4.55 4.11 -0.44 *** 
Physical I5 3.71 3.38 -0.33 * 
-0.13  ġ  
entity I6 4.15 4.04 -0.11  
ġ I7 3.87 4.04 0.17  
ġ I8 3.96 3.76 -0.2  
ġ ġ I13 3.91 3.71 -0.2  
Location I9 4.02 3.33 -0.69 *** -0.79  *** 
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I10 4.22 3.25 -0.97 *** 
I11 4.13 3.29 -0.84 *** 
I12 4.05 3.38 -0.67 *** 
Competition 
factors 
I1 4.04 3.02 -1.02 *** 
-0.57  ** I2 4.4 3.75 -0.65 *** 
I16 3.76 3.73 -0.03 ġ  
Note: 1.E: the means of significance level of expectation, P: the means of satisfaction level of actually 
experience, N: numbers of dimension.  
2.*represents P<0.05; ** represents P<0.01; *** represents P<0.001; 
 
Dimension analysis divides service quality indicators into four quadrants: 
z Quadrant 1 
 This area attaches high importance to the customer and high satisfaction.  
z Quadrant 2 
 This area attaches high importance to the customer and low satisfaction.  
z Quadrant 3 
This area attaches low importance to the customer and low satisfaction.  
z Quadrant 4 
This area attaches low importance to the customer and high satisfaction.  
 
Additionally, as shown in Figure 1 the 45° diagonal line is an ideal line, meaning that 
the closer to the ideal line of quality of the service projects, the more consumers are satisfied, 
and closer to the desired degree of satisfaction. Conversely, the further away from the ideal 
line is, the greater the gap between expectation and satisfaction. Furthermore, the upper left 
area appears as the degree of expectation more than the actual satisfaction, while the lower 
right area is relative to the degree of actual satisfaction, the index in this area has service gap; 
(that means, in contrarily, the lower right corner appears as the degree of actual satisfaction 
being more important than degree of expectation; that is, the index in this area is service over 
the gap.  
Figure 1 is a service quality performance distribution for the shopping mall, related to 
the care, location and competition factors. This means that three dimensions attach 
importance to the customer while the actual satisfaction degree shows a gap. Most of the 
physical entity dimensions are located in quadrant 3; it appears that consumers attach 
secondary importance and it can be a secondary index. I6 (space size), I7 (appearance 
design), I16 (business hours) index are closer to the ideal line, meaning that those service 
items are closer to consumer service quality demands. I1 (product price) has the longest 
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distance from the ideal line, showing the biggest service gap. Most of indices are located on 
the left side of ideal line; it appears that most of the shopping malls still require improvement.  
 
            Note: ˓ care, ˍ SK\VLFDOHQWLW\ŸORFDWLRQîFRPSHWLWLRQIDFWRU 
Figure1. The service quality distribution of shopping mall 
 
This study focused on consumer purchase behavior analyses; the Person chi-square test 
found a highly significant difference between the two (p <0.001). The consumer does not go 
shopping to buy a specific product (47.3%), followed by the purchase of products for 
personal use (25.5%) and only for leisure activities (20%).  
 
Table 4 Integrated retailers and consumer shopping patterns relationship 
Type 
Product type 
sum 
1 2 3 4 
shopping 
mall 
observe 117  33  217  92  459  
% 25.50% 7.30% 47.30% 20.00% 100.00% 
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Note: Product type 1: the purchase of personal products; Product type 2: the purchase of 
household products; Product type 3: the purchase of non-specific products; Product type 4: 
pure shopping, leisure  
 
Figure 1 show that the caring, location and competition factors lag behind in quadrantɛ. 
It is clear that quadrant ɛ is the area where the industry should pay most attention and 
requires the most improvement. In this quadrant, consumers have a high level of focus, but 
satisfaction is low.  
Physical dimensions are mainly located in quadrant ɜ. For the dealer, quadrant ɜ 
represents management selections, as the importance is low for this quadrant. Committing 
extra resources may not be able to achieve the desired effect. 
 
4. Conclusion 
 
Service quality indicators found that there are four main factors which affect the quality 
of services: caring, physical entities, location, and competition. Out of the four major factors 
caring is the most important factor (E value is highest) viewed by most consumers as the 
leading indicator of service quality; integrated retailers should pay particular attention to this 
factor. 
The advantage Index of service quality in shopping mall is Space size-Shopping malls 
have lots of space and the largest business scale. It can give the consumer a perception of 
comfort; Appearance design-The appearance has distinguishing features and Business hours-
Long business hours can satisfy consumer demand.  
The Inferior indicator of service quality in shopping mall is Product price-This type of 
retailer has the biggest service gap. Consumers think that the prices in shopping malls are too 
high. 
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